Research on Marketing Strategy of Key Account of XM Mobile Communication Corp. in the 3G Era by 陈建章
 
 




Research on Marketing Strategy of Key Account of  
XM Mobile Communication Corp. in the 3G Era 
陈建章 
指导教师姓名： 谢   导  副教授 
专 业 名 称：工商管理  (MBA) 
论文提交时间：2009 年   7   月 
论文答辩日期：2009 年   9   月 
学位授予日期：     年       月 
答辩委员会主席               
评    阅    人               
分类号     密级      
UDC     
学校编码：10384 





















析            
陈  
建  



















































另外，该学位论文为（                            ）课题（组）
的研究成果，获得（               ）课题（组）经费或实验室的















































（     ）1.经厦门大学保密委员会审查核定的保密学位论文，
于   年  月  日解密，解密后适用上述授权。 






                             声明人（签名）： 
 

















































































With the issuance of 3G licenses, the telecom operators complete the 
restructuring and begin to provide comprehensive telecom service. The 
competition in the telecommunications industry has shifted from heterogeneous 
into homogeneous. The key account market, as a source of revenue and profit, 
commence white-hot competition. The traditional IT vendors have shifted from 
the Internet to the mobile Internet to seize control of the value chain of the 
mobile internet. Which has required the telecom operators to carry out product 
innovation and develop new business models to couter back The competition and 
integration of mobile communication, fixed communication, cable broadband 
communication has generated a number of new opportunities and risks. Under 
the new market situation, it is an urgent time for telecom operators to make new 
market strategy, develop new products, build new business models, which have 
become the key factors in the heat competition. 
The first part of this article has analyzed the situation and problems of 
Xiamen key account market, and then analyze the internal and external market 
environment of the key account market ， beginning from the external 
macro-environment, micro-environment and industry competition trends, to the 
internal aspects of network building, business innovation, operations support, 
services philosophy, employment mechanism and customers management in 
Xiamen Mobile Corp.. To make the competition situation more clear, the market 
strengths and weaknesses、opportunities and threats of the key account market of 
Xiamen Mobile Corp. have also been analyzed. According to all this information, 
Xiamen Mobile Corp. should have to make the decision of how to take the 
market segmentation, selection and positioning in the key account market. Finally, 
with the use of 4Ps marketing mix theory and customer satisfaction strategy, 
integrated and complete marketing strategy analysis have been made to the key 
account market of Xiamen Mobile, Corp. and come with some suggestions for 
improvement. 
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第一章  绪论 
 1
第一章  绪  论 
2009 年 1 月 7 日，工业和信息化部正式向中国移动、中国电信、中国联通
分别发放了全业务牌照，全业务牌照包括了基础电信业务牌照和第三代移动通
信业务牌照（即 3G 牌照），随着 3G 牌照的发放，中国电信业正式进入了 3G 时
代。 
第一节  研究背景 
本文背景主要在电信行业完成重组，正式拥有 3G 牌照，开展全业务竞争情
况下，研究电信运营商在集团客户市场的营销策略。 
一、 3G 牌照发放，电信重组完成 
2008 年 5 月 24 日，工信部、发改委、财政部三部委联合发布了《关于深化
电信体制改革的通告》，通告中明确指出电信体制改革与发放 3G 牌照相结合，
重组完成后即发放 3G 牌照。 
2009 年 1 月 7 日，工信部发放 3 张 3G 牌照，中国移动获得 TD-SCDMA、
中国电信获得 CDMA2000、中国联通获得 WCDMA，3G 牌照发放意味着第三次
电信重组正式结束，中国电信业拉开了新的一幕，进入三足鼎立的时代。① 
 
                                                        
① 资料来源：网易科技频道.  中国正式进入 3G 时代［R］.  



























三、 IT 产业加快进入电信运营产业 
传统 IT 产业领导厂商之一的 APPLE 公司，以终端厂商的身份正逐渐主导
移动互联网的产业价值链，并已经成功进入电信运营领域。APPLE 公司建立的
App Store 开放式软件应用平台、以 iTunes 服务为核心，以 iphone 为终端的移动
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